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The business environment of small and medium enterprises (SMEs) has dramatically changed in 
recent years, demanding firms to adapt and thrive in competitive conditions. For instance, rapid 
changes or crises could suddenly appear, requiring these organizations to develop and sustain 
competitive advantages by deploying marketing capabilities in order to fight their competitors in local 
and international markets (Martin & Javalgi, 2019). Furthermore, although SMEs might encounter 
resource limitations, evidence shows that they prioritize and invest significant resources in building, 
maintaining, and leveraging marketing capabilities (Tan & Sousa, 2015), which can improve business 
performance (Martin et al., 2017; Murray et al., 2011). For these reasons, research into marketing 
capabilities should be expanded to answer questions such as: What are marketing capabilities? How 
can a business implement them? What are some trends that require special attention? 
 
To address these questions and forecast some key marketing capabilities for future research, this 
editorial is organized as follows: First, I define and outline the characteristics of marketing capabilities. 
Then, I expand the understanding of three key capabilities: new product, new service, and e-
commerce. Finally, I draw the most important conclusions.  
 
Marketing Capabilities are built around the Resource-Based View (RBV). The RBV posits that a firm’s 
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valuable, difficult to imitate, and not substitutable. Additionally, resources and capabilities can take 
the form of internal processes, assets, business skills, and knowledge and information management, 
among others (Barney, 1991). Considering this framework, marketing capabilities can be defined as 
comprehensive processes designed to apply a firm’s necessary resources to its market-related needs, 
thus enabling the organization to add value and fulfill competitive demands (Day, 2011). The 
literature shows that some marketing capabilities are closely related to a competitive strategy that 
combines low cost and marketing differentiation (Hughes et al., 2010). Commonly, firms pursue cost 
leadership to offer customers lower prices than their competitors’, while marketing differentiation 
allows SMEs to create new and distinctive products (Banker et al., 2014; Li & Deng, 2017). Therefore, 
firms that have marketing capabilities related to new product development, service, and distribution 
can effectively create and launch new products, services, and supply chains; they can also generate 
competitive advantages based on differentiation and cost leadership to meet the needs of 




Service capability is the degree to which a firm can apply a distinctive attribute that differentiates it 
from the competition, enhance customer relationships, and achieve service advantage (Yang et al., 
2009). Service has a strong influence on customer purchase behavior because consumers tend to 
choose firms that provide high-quality services. Evidence of this is found in the literature on 
international production, where service capabilities such as customer response, service reliability, 
and value-added services have been associated with better business performance (Lu, 2003). For 
instance, Vorhies and Morgan (2005) found, through a study of 12 end-consumer and service 
industries, that marketing capabilities improve customer satisfaction, market effectiveness, and 
profitability. Similarly, Innis and La Londe (1994) confirmed a positive impact of service capability on 
customer satisfaction, customer loyalty, and market share.  
 
New Product Capability 
 
New product capabilities cause SMEs to increase their stock for existing and new customers, as well 
as their profits (Slotegraaf & Pauwels, 2008). Consequently, firms require organizational structural 
factors to identify customer needs, consumer engagement, and market sensing, which is achieved 
through product exploration and exploitation (Mu, 2014). To broaden this capability, SMEs should 
define a customer-based structure to articulate and meet market needs using information. Although 
developing new products can pose challenges for businesses (mostly related to higher costs, risks, 
and management problems), it can also improve their competitive advantage (Sheng et al., 2011). 
Therefore, businesses should overcome these obstacles and take advantage of opportunities by 
developing new products; otherwise, they might encounter difficulties to reach sustainability in the 
long-term. Although product innovation and its benefits have been increasingly investigated, their 




Rapid changes in the business world and the incorporation of new technologies have pushed firms to 
leave their “regular” operation environment and adopt and develop e-commerce strategies in order 
to satisfy the needs of current customers and reach new ones. The e-commerce capability gives firms 
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new opportunities to reach global market; as a result, the adoption of electronic commerce has 
become essential for SMEs, especially in the IT sector, because it expands their customer base, 
improves customer service, and reduces operating costs (Karavdic & Gregory, 2005). Such marketing 
capacity has also demonstrated its potential to generate a differentiation attribute among 
competitors (Murray et al., 2011). This was proven by Swilley et al. (2012), who found a connection 
between mobile business development and higher competitive advantage. Likewise, Gregory et al. 





The three marketing capabilities discussed above have been demonstrated to be useful in order to 
gain long-term competitive advantage and develop differentiating factors against direct competition. 
Service is a key factor that influences purchase behavior, promotes customer loyalty, and improves 
trust. New product development promotes growth, increases profit, and creates new opportunities 
to fulfill new market needs. E-commerce can be implemented to reach new local or international 
markets, create new market segments, enhance customer service, and improve communication. 
Thus, future research should further investigate these capabilities. Additionally, as firms will continue 
to invest significant resources in the development of their organizational capabilities, comprehensive 
studies should deepen our understanding of such capabilities and identify new ones. As a result, 
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